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I. PURPOSE AND SCOPE OF QUALITATIVE RESEARCH

Ptg0...l

Ameritech commissioned Consumer Market Analysts (CMA) to conduct 21 totel of nine

(8) qualitative fOCU8 group di8cu18ions among Conlumer, Small BUline88, Enh21nced

Business, Amerltech Cellular, and Cellular One Customer. in the current 70S area code

between Wednesday, March 30th and TU.ld8Y, April 19th, 1994. The schedule for

these nine (91 focus groups is shown in the table below:

708 AREA CODE RESEARCH

SCHEDULE OF FOCUS GROUP DISCUSSIONS

Group Datemme Target Group location

1 Wednesday, March 30th
6:00 p.m. Consumers Arlington Heights

2 Wednl8d.y, March 30th
8:00 p,m. Conlumer. Arlington Height.

Smlll
3 Thursday, Mlrcn 31st BUllna..

7:30 a.m. CUltomers Arlington Height'

Enhanc.d
4 Tuelday, April eth Bullna••

11 :30 I.m. CUltomar. Arlington HllghU
-

Amerlmcn - -
5 Tuesdey, April 5th Celluler

6:00 p.m. CUltomer. Arlington Heights

Small
6 Wednalday, April 8th Bulines.

7:301.m. CUltomer. Chicago Ridge Mall

7 Wednesd.y, April 6th
6:00 p,m. Consumers Chicago Ridge M.II

8 Wednesday, April 6th
8:00 p.m. Conlumers Chicago Ridge Mall

9 Tuesday, April 19th Cellular One
6:00 p.m. Customers Chicago

.,,..a a... """..4. D .....,.. ... A_.JI «ea •
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Participants recruited for the four (4) group discussions among Consumers wer;

selected randomly from targeted arelS, obtaining a "mix· of Consumers bued on city,

age and gender. Based on recruiting speclficetions, It WIS alao ensured that

participants were "the person within the household who II most knowledgeable about

their telephone usage. II

Participants reoruited for the two (2) group di.cussions with Small Business Customers

and the one (,) group dllcul.ion with Enhanced Buslnl" CUltomers were .llected

randomly from a list provided by Amlrltlch. It WI. ensured thlt particlpanu were

qualified as "the person within the company who i. primarily responsible for the

declslon-meking and manegement of thllr company's telephone service."

Finally, participants recruited for the two (2) group discussions with Cellular

Customers were selected on a random balls from lists provided by Amerit8ch Cellular

and Cellular Onl. CMA confirmed that recruited participants war. "the per80n in the

household with a cIUuler phona. II In addition, the focul groups among Cellular

Customer. alBo included Buainess CUltomers.

Each group dlscullion lasted approximately nlnetv (90) minutes. Consumers and

Celluler Customers w.ra .ach paid an honorarium of .60.00, lind Small BUlin8..

Customers and Enhanced Bullnl.s CUltomer. werl paid .75.00 each for their

participation.

708 Are. Cod. R....rch A."t 1QA4
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p.es

The primary objective of theIe group dllcullion. Will to glther Information from

Consumer, Bu.tneIB, and Cellular CUltomlrt rlgardlng their Ixperienc. with thl 708

ar81 cod. addition, and to obtain their reactlonl to four potlntJal option. for adding

a new a'18 code in the current 708ar8a code region. It should also be noted that the

four options presented to focul group participants were rotated, 10 that th.y w.re not

presented in the same order for each group. The information gathered from thia

qualitative res.arch will be utilized by Amlritlch in the deeilion-mlking procesl for

70e NPA r.lief.

This qualitative research report pr...nt. the key findings among Conlumers on pag.s

4 - 6, followed by the key findings .mong Small BUline•• and Enhanced BUliness

Customers on page. 6 - e, and results among Cellular CUltomerl on pagea e. " of

this report.

Nature of Focul Group DI.culllonI/LlmltlUon.

As B primary rellafeh tool, focul group dilcul.lon. lerve an excellent purpolt In

conducting explofatory re.earch, allowing thl opportunity to explore a number 01 k.y

issues in-depth with qUllifild membef' of select group•.

In generll, focus group di.cuI.ions are recognized I' an excellent rlleafch tool for

obtaining gyalltetiy.lnformatlon about I market, e tlrglt group'. behavior,.ettitud.1

or opinions, or motivatlpn. concerning complex IIIUII, luch II tllecommunications.

AI such, thl result. of focus group dl.cu••lon. Ire coneidlrld to be 'YQAlltly. of e

target group's opinion., Ittitudl., blhlvior or prefer.ncl•. Thall fjndlng. Iro ngt

conclullve in .nd of tbemllly••.
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II. KEY FINDINGS· CONSUMERS

P.35

Fl'a' ..

Reactions and Exp.rience With 708 Ar•• Code AddItion

• Overan. Conlumer. felt that the trenlltion to the 708 IIrlll code proceeded
relatively_. Imoothly. Several cUltomer. commented that they were "ws/!
informed" and that ·there wes B transition period, wher, calls went through
regardless of whether 312 or 708 wes dialed. " Some Consumers al,o remarked
thlt ·it was hard to undsrstend ,t first·, but thet they are used to the new ares
code now and are generally aware of which area. ara in the 31 2 and 70S Ire!
codea. In Iddition, 80me customer. allo perceived that calle placed to the 312
8rt8 code sre now toll calls (morl Ixpensive).

• Conlumerl Ilia fett that IIl1noll Belland Ameritlch provided edequate lead tim.
and advance notice of thl change In ordlr for cUltom.r, to PrlPlr1 for the nlw
I". codl. The only suggestion offered to Illinois eell and Ameritech was to
"have s recording that glv,s the new area code .ft,r th, transition period snds,
for peopl, ceiling from out of the srea. "

• "Te/evision·, "newspapers If, "notic, with telephone bllr, "word-of-mouth" and
-magazInes" wire thl main lources mlntioned by Consumer. for becoming
aware of the nlw Irla code.

• N.arly all Conium.,. Ilia •••med to underltand thlt the re..on for thl 708
area cadi addItion WI' dUI to -fUnning out of t.l.phon. numb.,•. "

• A few Consumer. mentioned they were aware of other regions of the country
which have elreedy experienced or will be adding new arel code•.

. • When alked whit would be the malt important con,ld.rltions for 1 potential
new afel code Iddltion in tha current 708 Ire. cod. r.gion, IIver.1 customers
suggested ·u.lng .x.ting county or city bound,rie, thet are fecognlz,blll· in
determinIng e new .re. code region. Other recommendation8 included ·provlde
edv.nc. notice", "give us pl.nry of tim. to prepa,,·, ",dvertl,," and "send
maps with telephone bOis. "

R.actJone to Option A: Full Split

• After describing Option A, or the "Full Split" option, Conium.,.' Initial reacuon.
to thll option c.nt.rld on timing. That is, customer. flit thlt "heving to Bdd II

newaf.a code every four to five yut'S is too frsquent" and 8uggested coming
up with an option with ·a longe' life ,pen of 10· 15 y,,1,,. •

• The primary advantlgll cited for Option A were that "we'rll used to thl.
system" and "not ~veryon8 would hllVB to chsng, the/, If•• code. "

708 Are. Cod. A••••re.,
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• The dla.dvantagll Consumers Identified about thl. option related to "the length
of rime B new 8f.8 cod, would 18st b,fof' having to chsnge again, •

ReactJons to Option B: Ov.rtay With 7-0iglt Dialing Wrthln Ar.a Cod81

• Conlum.rl' initial rlllctJonl to an overlay with ?-dlgit dialing wIthin ar,a code.
(Option 8) wlr. n.gIDy•. This option •••med confysing alnce ·thafs would be
no geographicil reflfence for th, n,w lrel code" and because ., new line In
your home could have a different area cod•. • Afew customers commented that
this option ·would b.,ike chlnging your phon. number to 8 TO-digit numbe,·
and that ·it would mBln basically dialing to-digit' for a/l c,lIs. • One cUltomer
even remarked, •TO-digit dialing Is In.vit,ble. •

• Some of the advantage. cIted for Option B {neluded, ·current 708 customBfS
wouldn't hav, to chang, their ,,,, code", "It f.eilitat" easier sr" cod,
introductions in the futu,,", and ·'t .1I0ws for growth por,nrl,1 fo, telephone
systems. "

• The primary dlladvlntage Conlumer. a••ociatad with thl8 ol)tlon, wal that
"there would be no w.y to visualize which a,.as have a e.rtain a,e, code.·
Other perceived negatlva l.p'Ctl of Option B were ,·confuslon with I single
household having more thin one lrea code ., ·not knowing which a"a cod, to
asle for when calling Directory Asslst.nc.·, ·hlving to learn 7D-dlglt telephone
numbers·, and ·'t would b. dIfficult for the elderly/chlld",n. •

R.actlonl to Optton C: OverllY Wrth Mandatory 10-Dlglt Dilling for All CIII.

• Conlumer.' ,.aetlon. to .n oVlrtay wtth mlndltory 10-dlgit dilling for 111 calli
werl glnlrally ppljtly•. Oncllt WI' explained to Conlumers that th~re would
be 10-digit dialing for all CIlia In the n.lr future, th..e oustomlrs felt that
Option C ·would"t you u.,d to dialing 1D-dlghs·, -It would be fin. once you
get used to It· and thlt ·thl. would be the aa.I••t oprlon If the" would
eventuelly b. s.versl dlff.,.nt a,.a code. In I given a,..a. •

• Malt Con.umer. who wer. In flvor of thl. option al.o felt that It would b.
Imponent for tha Intire country to be on I , O-dlglt dialing b••il" for
conilitency. Sevlrll cUltomer. allo commented thlt with this option, ·th,
term 'aree cod" is no longe' re/evlnt", lince IfII cod.. would no longer define
II certein geographical arell.

• The primlry Idventlg.. ,"ocilted with Option C Wire, ·p.ople with
established t".phon. numb.rs would not heve to chan,a th.lr are, code·, "it
offers conslst,ncy sine. all c,lIs would be '().rJlglts·, ·you wouldn't have to
worry ebout mars ,rs, cads .dditions·, and ·it would just be Illes hsvlng an
extra prefix. •
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I Some of the perceived diladvantage. of this option, were. "you wouldn'r know
where you're ceiling", "it would be confusing for people mOVing into the
arBs/slderly/chiidren" and ·you would "aWl ro disl 1G-diglts for every cell.•

Reactions to Option 0: Ov.rlay With Naw Ar.a Code for Cellular, Wlre"'1 and
Pager S.rvlc.

• Of the 33 Consumers who participated in the group dilcU88ions, 13 mentioned
they had e cillular phone or a plger.

• Conlumlr.' 'Initial r••ction. to the overtay option with the n.w are. codl being
alligned to cillul.r, wirele'l and pager customer. Wlrl mixed. While some
customer. felt this option "would aff,ct the/ee't emount ofp,opl, • and would
be the ·/eest disruptive" of the four options, other. felt that "it', ju,t e bend-eid
and it postpones the in,vitable" ILe., 10-digit dialing) and that "four to flVB
yeers isn't long ,nough. "

• The specific Idvlntag.. cited for Option 0 included, "it Inconveniences the
Ilest amount of p,opl,", "current 708 custom,,, would keep th, same a"a
code If, "it would b' H.sy to remember when to u.se the neweree cod''', end "It
would I/low more time to ,d/u.st to the inevlt,ble" (i.e., 10-dlgit dialing).

I The primary dl.ldVlntllgl that Consumers e'locilted with this option WBI
timing -- "It's not flf-fl,chlng enoughldo••n't le,t long enough." Other
concerns related to taking cellular phon.. to 8 dealer for reprogramming and
al80 the potential coat I ..ociatad with having their cellular phone
reprogrammed. One cUltomer allo cited their home end cellular phone hevlng
two different Irla codes II I dlsldvantag•.

II. KEY FINDINGS· SMALL BUSINESS/ENHANCED BUSINESS CUSTOMERS

Reaction. and Experienci With 708 Area Code Addition

a In gener.'. aullnl.a Cu.lom.r. felt thl addhion of the 708 are. code WI'
executed well. Thl conlen,us among Bu.in••• Cultome'l w.a that thly wer.
given Idequlte noUe. of th. ching. Ind th.t they Ire loeultomed to the nlW
dialing plttem•.

a The main conclrn voiced about the addition ot the 708 Irl' code ralltad .to tho
expen,. I ..ocietld with reprinting letterheed and bUline.. carda. Some
cUltomers were alia oonoerned about their cUltomlr. being able to reach them.

• Most BUlin... CUltom.r. beelme aware of the new Irll code addition through
·Informatlon Included with the telephone bllr, "the n.wspep.r·, "redio", or
·te/evision. "

708 At•• Cod.......rch



Conlumtr MIChl AOllYltl
139.7

• Business Customers were also aware that the reuon for the new area code
was due to ., shon,gs of telephone numbers· and "growth."

• A few Business Customers were also aware of other regions of the country
which have added or ere about to add new area codes.

• When asked whit would be the most important considerations for edding a
potential new Irea code in the 708 Irea code region, ·pl,nty of ,dv,ncB
notice" was the number one recommendation. MOlt Business Customers
seemed to fe.l thlt .ix month. would be edequlte for their businell to prepare
for • new .rea code. Some customer. allo luggested defining geographic
boundaries thet sre "easily recognIzable" •• such S8 county or city bounderies.

Re.ctiont to Option A: Full Spilt

• Business Customers' initial rllctionl to Option A, the "Full Split" option, were
that "it doesn't I,.t long .nough. • Aglln, these cUltom". were concerned
about having to reprint letterhead and business card., Ind recommended a
solution which would last longer •• potentially up to '0 years. Some cUltomers
also felt it would be ·confusing" to have ••verll different Irel codes In I given
area Ind that "it would b, dIffIcult to know which Ife' cod. to u,•. •

• BUlin... CUltomer, were unable to cite any advlntag•• Illociited with this
perticular option.

• The primary dl.advantag•• BUlin... CUltomere cited ebout Option A centered
on timing •• -four to flv. yllf3 i~ e .hort window. ,.

R.actlon. to Option I: OV.rtIY With 7·Digit Dialing WIthin Area Co~••

• There Wlla conllnlullmong BUllness Custom.rl thlt In overl.y with '·digit
dialin; within Ire. Qodes (Option B) would be ·confuaing· and thlt -no one
would know how to dial fOf lach call. •

• The only advantag. cited for thi. option WI' thlt ·current 708 customers
wouldn't hav. to ch,ng, th,l, 'N' cod, or printed mlteri./a. •

• Several dlaadvantlgll wire mentioned for Option B, Including -, household or
business could h,ve mo,. than on, ,,,, cod,·, -It WDuld be I problem when
c,lIing Directory Ass/sranc, • end -It would b. diHicult to know where you ,,.,,
cllling. ,. A few BUlinel1 Customers were alao concerned tn.t reprogremming
their PBX equipment would b. difficult and/or Ixpen.lve.
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Reactions to Option C: Ovenay With Mlndatory 10-Digit Dialing for All CallB

• Reactions to OptJon C •• an overlay with mandatory 1O-dlglt dialing for all calls
-- was alao received negatively among BUlin..& Customers. They felt "1o-digits
is too m,nv numbers to dl,1 for every c,/I", ";t would b, B problem to figure out
which sres code to dill" aod maintained that "It'& important to hsve B

geographic refer,nce in order to know where you're c."ing. " Some Business
Customers voiced concerns about Directory A.,iltaoci and were confused
about how Directory Assistance would be managed In an overlay plan.

• Business Customers were unable to Identity any advantages IIsoeiated with
this option.

• The primary dl.advantage associated with Option C was "not hIving 8

geographic bound,ry to know where vou're cllllng." Other perceived negative
aspects of this option related to "new busine~,sbeing ,t , dls,dv,ntage, sInce
peopl, could identIfy I,ss IIt,blished busln8&S bV th.lr ,re. code" and "10­
dIgits Is too tnIIny dIgits to di.l. "

Rt.etlon. to Option D: Ov.r1IY With Naw Area Code for C.llular, Wlrele.. and
Paglr SeNlce

• Of the 20 BUliness Customerl, over half (n = , 3) indicated they have 8 cellular
phone or pager.

• Relctlon to Option D - OVlrllY with new 1,.1 code for cellular, wlr......nd
pager ,.rvice •• WI' Rglllty. among BUllnl.1 CUltomers.

• Several Idvlntage, w.r. e••ociated with thll option, Including: -no effect on
/sndlines ", ., sm,lI" group ofp.opl, wouldbe .ff.cted" Ind ·mostbusJnl1!3es
wouldn't h,v, to do .ny reprInting."

• The only dllldvintagi Id.ntified for Option D WI. concem Ibout pOlalble
chlrg•• for reprogrlmmlng.

Ill. KEY FINDINGS - CELLULAR CUSTOMERS

Reactions and Experience With 708 Arel Cod, Addition

• For the most pan, Amerttach Cellular and CIUuler On. Cultoml,. had pOinty,
flellngl ,bout the 708 ar•• cod. addition. Siveral of 'Che.. cUltomer.
mentioned that they were "notlfied f.r In .dv.ne,· which gave thlm ttme to
prepare for the new Ir18 code.

708 A~. Cod. R....rch AD"I 'SA"
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• The only concerns voiced by some Cellular Customers about the new area Code
was that they believed the 708 area code addition nwould impact rates" when
they first learned about the change end also commented about the "expense
and aggravation of changing ststionary. "

• "Information Includsd with the telephone blJr Wit the primary Information
source Identified by Cellular Customers for becoming aware of the new area
code. Other lources of awareness Included -television" and -newspaper."

• As with Conlumers and BUllne•• Customers, Cellular CUltomers understood
"population growth - and "running out of numbers- to be the primary reasons
for adding a new are. code.

• For the most part, Cellular Customers were also aware that new area codes are
being added In other srlSI of the countrY.

• Based on paat experience with the 708 arel cadi IntroductJon, Cellular
Customera indiclted that the most Important consid.rations for edding another
area code in their area would be to "hllve II c/ellf geogr,phic boundllry" and to
"provide plenty of edv,nce notice. ..

Information on U..g. of Cellular Phon..

• The majority of Cellular Customers Indicated they prlmarllv use their cellullr
phone for peraena' or ufltv'lIcurlty purpoles, while some customers 1110

mentioned that the primary USI of their cellular phone I. for bu.ln.... AI would
be expected, Bu.ine•• Customers Indlclted the majority of their cellular phone
usage Is for bu.in... purpaHI.

• Most Ameritech Cellula' and Cellular One Customers reported that the vast
majority of their call. are outbound, and only I smell proportion of calli are
InboYnd.

• Cellular CUltomerlagreed that ne.rly .11 of their celli are placed by dialing only
7-digtta.

Re.etiona to Option A: Full Spilt

• In general. Cellular Cu.tomlre did nat r.aet fevorably to I ·Pull Spilt" (Option
A). These cUltomer. flit that ·'our to five ye,rs Is a short time" and
recommended ·splltting 708 ~eve,.1 rimes at once to make It I.~t longer. ­
Several cUltomers ella Itressed that It would be Important to create ·clil,r
geogr.phlc bound,rle,· and thlt -It wouldbe expensive forbusln,ss,s to order
new lette,hs.d ,nd bus/n,ss c.rd•. •
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•

•

Cellular Customers were unable to identify any specific advantlg81 associated
with this option.

The primary rlason these customers did D..Ql find this optJon appealing is
because "It wouldn't Isst long enough It and because there leemed to bl 2!

lense of .klpticl.m In terma of rlt•• not changing.

Reactions to Option B: Overlay With 7-Dlglt Dilling Within Ar.a Code.

• Option B (overtlY with '-digit dialing within are. code.) wa. not well racelved
by Cellular Cu~om.r•. Cuatomera' inltlel reaction. to this option were that "it
would be extrem.1y difficult .nd confusing. "

• The only advanbge identified with this option ill that "current cUltomlf$ would
keep rhe Isme number. "

• The primary re••ons Cellular CUltomers did not find Option B appealing were
due to ·confus/on" and because "you wouldn't know where $omeone/s lac, red
by their ,res cod,. "

R81etJoni to Option C: Overtay With Mandatory 10-01glt Dialing for All CaUa

• Although Callular Cu.torntrl did not raact favor.bly to Option C (overley with
mandatory 10-dlglt dialing for all calls), mOlt of the.. cUltomers se.med to
agree that ttll. option would offer ·cons/stency", line. III Cilis would be placed
on I 10-digit bllil.

• Ag.in, thele cUltomers Wlr. unable to cite any .dvlntag.. with thll option.

• AI with option S, Option C did not app.al to C.llular CUltomerl baCiLli. th.re
would be no geographic reference for the new .,e. code. Alone custom.r
statld, "th.re wouldb. no rhyme Of",son lor which " •• code you're c,llIng. "
A few cuatomars allo f'lt thll ·'o-digita la too m.ny numbers to di" for every
c./I. "

Reactlona to Option D: Overtay With New Are. Ccd, for Callular, Wl,eleu and
Pager Service

• Reaction. to Option D were generilly favQClbl•. Having In overlay with the new
ar•• code •••igned to cellular phon•• and pager...emed .ppe.ling to the
Cellular Customer. participating In theae group dlscuulon•.

708 Ar•• Code R.~..tdI An"! 1QA£
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• The primary advantage perceived with this option centered on "knowing when
to diBI the new Sfes code. " Cellular CUltomers indicated they are u.ually aware
of when they are calling a celluler' phone or pager, and thus, would know when
to dial the new area code. Severel customers also preferred thil option because
"it would not affect home or bu&;ness telephone numbers. •

• Some of the diaadvlntlgea assoclatld with Option 0 included "ch.rges for
reprogrammIng cellulsrphones "Ind that ·some bus;ne" people would hIve to
fefJrint their business c.rds If theIr cellulsrphone numb., is prInted. • However,
the majorjty of gUltgmorllgr'ld th.t hiving their celluler phon. rlprogr.mmed
to I new oro. gode wguld be 1.11 Inconyeni.nt th,n ghanglng tb,lr home or
bysiness telephonl.

IV. PREFERENCE OF FOUR OPTIONS

• Toward the end of the group discussions, Consumer., BUlinDl. CUltomers and
Cellul.r CUltom,,, were Bskod to rank-order the four optlonl which were
discussed reglrding new Brea code addltJonl.

• Of !hllSe 68 customlrs, 36 ChOl1 Option D (overlBY with nlw are, codl for
cellular, wireless end pog.r .Ievice) al their first cholct, 17 IIllctld Option C
(overlay with m.nd.tory 1o-digit dialing for all calls) IS their fir.t choice, Option
A (full split) wa. ranked number one by 18 participants, and no participants
rankld Option B (overllY with 7-dlglt dialing within ar•• codea) II their first
choice. These relulta are summarized In the tlble below:

Option D n-3&

Option C n-17

Option A n=16

Option 8 n=O

Tota' Cultomer. (88)
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• The primary reasons given by the 35 customer. who favored OptJon 0 included,
"it's the quickest solution ", "it inconvenlencu the least amount of PtlOp/s ",
·would rather have mobile phone reprogrammed than change home or business
phone number" and "we nBBd mar" tim" to get us,d to to-digit dialing. "

• Option C wal favored by 17 customers as their first choice -- primarily because
"/r's (1 D-digit dialing is) inevitable·, "it last' thslongast" and because "It offers
consistency -- everyone would dial to-digits for all calls. "

• Finally. the 18 cUltomers who preferred Option A I' their first choice believed
it Wit Important to h.ye • gopgr.ghic bqundary II I coforance to knqw whIch
arel code tg dial. Some cUltomers 8110 mentioned they preferred Option A
because of their experience with the 708 .rea code edditlon •• ·'t wa, handled
well and wBnt smoothly. "

708 Ar•• Cad, A....'ch Aprl. 1894
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Consumer Market AnalYSIS

Purpose and Scope of Research

INTRODUCTION

Page 1

Amerltech commissioned Consumer Market Analysts to conduct a Study among
Consumer and Business Customers in the Metropolitan Chicago area for the primary
purpose of determining their preference between two options for a future area code
addition and to obtain their input on various issues related to new area code additions.

The results of this research will guide Ameritech in implementing future area code
additions and will support public information and education efforts.

Research Design and Methodology

Three target populations were surveyed as part of this research: Consumers,
Businesses and Cellular Customers. A brief methodological summary follows for each
of these groups.

Consumers

Telephone interviews were conducted with a random sample of 803 Consumers. The
sample for this research was stratified into two groups: Consumers living in the 708
area code and (n = 401) and Consumers residing in the 312 area code (n = 402).

Independent, random samples were drawn within each target group, and interviews
were randomized across surveyed communities. Interviews among Consumers were
conducted between April 21 st and April 30th, 1994.

Based on a total sample of n - 803, the sampling error tolerance at the 95 %
confidence level is ± 3.5%, with a sampling error of ± 5.0% on subsamples of n =
400. In addition. a gap of 7% is indicative of a statistically significant difference (at
the 95 % confidence level) between Consumers in the 708 area code. versus those in
the 31 2 area code (for subsamples of size n = 400).
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Consumer Markel Analysts

Cellular Customers

Page 2

Interviews were completed with 440 Cellular Users. A sample of 200 cellular
customers was provided by Ameritech Cellular in June, and 174 of these customers
reported having a cellular phone. The remaining 266 interviews with cellular
customers were Consumers in the random sample who indicated they had a cellular
phone.

Based on a total sample of n = 440, the sampling error tolerance at the 95%
confidence level is ± 5.0%.

Business Customers

A total of 200 Business Customers who are responsible for the decision-making and
management of their company's telephone service were interviewed by telephone.
All Business Customers surveyed were located in the 708 area code.

Telephone interviews among Business Customers were conducted 'between April 29th
and May 5th, 1994.

Based on a total sample of n =200. the sampling error tolerance at the 95 %
confidence level is ± 7.' %.

Report Format

This report encompasses three parts: 1) "Key Findings", 21 "Detailed Research
Findings" among Consumers, Cellular Customers and Businesses, and 31 complete
.. Summary Tables". showing the survey results for each of the three target
populations.
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